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ABSTRACT
The purpose of this study is to identify and scale advertising and promotional characteristics used
most frequently by Bed & Breakfasts (B&B's). The study involved 2 surveys that questioned
bothManagers and Guests ofB&B's from Professional Association of Innkeepers International
member properties. The surveys were conducted 9/96-4/97 for the preceding calendar year.
Advertising and promotional characteristics were cross-tabulated with B&B qualifiers such as the
size of the property and occupancy rates. The study found that the following characteristics were
usedmost frequentty: Word ofmouth, B&B guide books, Mobil & AAA, the Internet,
chambers of commerce, travel agencies, and magazines & newspapers.
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CHAPTER 1
What comes to mind when thinking of a Bed and Breakfast? Is it a cozy farmhouse in the
country or a historic home in town or an Inn on the coast? Bed and Breakfast's (B&B's) represent
a wide assortment of lodging opportunities for the discerning traveler: but only if you can find one!
How would you find a Bed and Breakfast in your favorite resort town or in the city that you travel
to for business? It is quite a daunting proposal because there are no easy ways to find a good,
reputable Bed and Breakfast.
Imagine a Bed and Breakfast operator. How would amanager or owner go about
advertising and promoting a Bed and Breakfast? This is a question faced by every B&B operator
with no easy answer. Preparing a viable marketing plan is crucial to the success of any business
butmore so for B&B's because of their specific difficulties. This challenging task will hopefully
bemade easier with the completion of this study.
The Problem
B&B advertising and promotions are the focus of this study. Exploration of the primary
advertising and promotional characteristics may assist with the successful marketing ofB&B
properties. We can estimate the importance of identified characteristics across various B&B
qualifiers as a means to more fully examine specific advertising and promotional efforts. By
studying what advertising and promotional characteristics exist in relation to various B&B
qualifiers we can identify which characteristics are useful in themarketing ofB&B's.
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Background
Each B&B is a unique entity with its own charms, accouterments, and personality. It is
also the great, unrecognized resource for travelers. There is on average 20,000 Bed and
Breakfast's in the United States.
Because of their very nature, marketing ofB&B 's is a difficult endeavor at best. There
are few recognized authorities on accessing B&B's across the country.
The targetmarket is not specific as it appeals to a very wide range of guests. Themajority
of these guests range in age from 25 to 65 and earn on average $60,000 a year. There were well
over 16 million of these guests at B&B's last year alone (AB&BA, 1996). Yet, this represents
only a small fraction of the lodging industrymarket.
B&B's are not generally owned and operated by large concerns with the deep pockets
necessary for extensive research andmarketing studies. Only recentiy have B&B's developed the
appropriate resourcemechanisms to assist development of themarket's potential. One of themost
difficult responsibilities of B&B owners and managers is to identify themost appropriate
advertising and promotions for their individual properties. There aremany directions that may be
taken tomarket B&B's. B&B marketing is generally based on supposition and attempts at
copying what the large hotel chains have done. Due to the unique nature ofB&B 's, these large
chain strategies are not always feasible nor available financially. Identifying the set of advertising
and promotional characteristics utilized will help B&B's succeed in their promotional activities.
Purpose & Significance
The purpose of this study is to identify advertising and promotional characteristics that are
most frequently used by B&B's. By scaling the frequency of advertising and promotional
characteristics used by B&B owner/managers and guests, the differences in beliefs between them
can be identified. This study will cross-tabulate the characteristics of advertising and promotions
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across various B&B qualifiers. This study should provide significant assistance to the owners and
managers ofB&B's in identifying which advertising and promotional characteristics are being used
by B&B guests. Consequently, better advertising and promotions efforts can help to realize the
true potential of this hospitality niche.
Nature of the Study
By studying what advertising and promotions are used by B&B's, characteristics can be
identified. Research into the literature helped to better understand advertising and promotional
characteristics used by B&B's. Currently operating B&B's and B&B guests will be surveyed to
develop data for research. The resulting data will be evaluated in an effort to scale the frequency of
use for advertising and promotional characteristics as reported by the B&B owner/managers and
the B&B guests. This will identify efforts in various characteristic categories of advertising and
promotions. These scales will be cross-tabulated with various B&B qualifiers. The differences in
the frequency ofuse between the B&B 's and the guests will be examined.
Hypothesis
It is expected that this study will identify advertising and promotional characteristics for
B&B's whichmay be scaled by frequency of use.
Definition ofTerms
Bed and Breakfast A small lodging operation that is characteristically operated by a host or
hostess. This may be a B&B homestead property operated out of a family
residence primarily as a hobby, or a B&B Inn that is operated primarily as
a business with a resident Host or Hostess.
Advertising Promotion of a product or service through paidmediums such as radio,
television, brochures, etc.
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Promotions
Marketing Plan
Market Segment
Market Niche
Marketing Firm
Internet
CD-ROM
RSO
ADR
OCC%
RevPAR
Activities that act to raise the consciousness of a target market toward the
awareness of a product or service.
A formal business strategy that is designed to sell a product or service to a
particularmarket segment in amanner consistent with the business 's
mission and goals.
The customer base that is identified by themarket plan as the primary
target of business. Also know as the targetmarket.
The position of a business within a particular industry as demonstrated by
its marketing plan, mission, and goals.
A business that specializes in advertising and promotions.
The Internet is the interconnection of electronic databases around the
world with access granted through service providers. Known as the Net.
An optical laser disc that is used by computers to store read-only data.
This has become amedium in which some forms ofmarketing take place.
Reservation Service Organization This is a business that represents
multiple B&B concerns to clients by taking reservations andmanaging
various aspects of services needed by B&B's and the guests.
Average daily rate. This is a term used in the hospitality industry to
represent what a particular property charges for a room, on average, for a
night's stay. This is a significant indicator of potential profitability.
Occupancy percentage. This is a term used in the hospitality industry to
gauge how many rooms out of the total available rooms of a particular
property are sold This is a significant indicator of potential profitability.
Revenue per available room. This is a term used in the hospitality
industry to show, on average, how much sales are generated for each room
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at a particular property that is able to be sold This is a significant
indicator of potential profitability.
Word ofMouth The communication by previous and potential guests of their awareness of
a business.
Chamber of Commerce An association of business persons andmerchants for the promotion of
commercial interests of a community within a specific
Brochure A small pamphlet used to advertise a business.
B&B Guide Book A handbook of information about B&B 's.
Magazine, Newspaper Forms of printmedia that are issued in short, regular intervals.
Signage The strategic use of signs for promoting a business.
State/Regional Promotions Promotions that represent large regions through various media.
B&B/ Trade Association An association of related business for the promotion of common
interests.
Mobil, AAA, etc. Mobil Guide, American Automobile Association, and other businesses
that promote tourism to both the guest and hospitality industry.
DirectMail Advertisingmaterials sent to potential guests bymail to generate an
awareness of a business.
Billboard Large-scale signage alongside a road.
Travel Agency A business that attends to the tourism needs of travelers.
Telemarketing The advertising of a business through the use of telephone calls to
potential guests.
Radio, Television Forms of broadcast media.
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Scope & Limitations
The intent of the study is only to identify frequencies of advertising and promotional
marketing efforts ofB&B's. To go beyond scaling is not the intent of this study. The widely
divergent nature ofB&B's, maymake it difficult to obtain an accurate representation of all
B&B 's. Seasonality and locationmay be a factor in the responses ofB&B owners/managers.
Another limitationmay be the availability of information and data.
Long Range Consequences
The study is attempted to identify the advertising and promotional characteristics being
used by B&B's. Identification of the why, when, where, and particularly how aspects would be the
next logical progression of study. The various advertising and promotional characteristics
identified could be further studied to examine effectiveness and efficiency. Better marketing plans
utilizing advertising and promotions properlymay help to realize the true potential of this
hospitality niche.
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CHAPTER 2
The Hospitality Industry has developed significantly over the last few decades. This has
effected the niche in which B&B's operate, especially in relation to the ways in which advertising
and promotions are accomplished The following will be a concise review of the applicable
literature that relates specifically to the problem of advertising and promoting Bed and Breakfast's.
Initially, we will review the primary sources of applicable literature, including
associations, journals, and texts. Secondly, a review of the applicable materials that will help to
develop an understanding ofB&B's. This includes history, classifications, etc., of B&B's. Third,
we look at the industry statistics on B&B's as presented in numerous studies. This section also
identifies many of the significant studies performed on B&B 's. A look at the B&B guest is next.
An understanding of the target market is vital to understanding the characteristics of advertising
and promotions for B&B's. Last is the most specific section dealing with advertising and
promotions. We look at what is currently available on B&B marketing.
Sources ofLiterature
The authorities on B&B are few (Poynter, 1993). The scholarly publications relating to
B&B 's are produced by a limited number of sources. The search identified the significant
participants in this area. A quick review of these participants will help to understand the review
that follows.
Associations
The Professional Association of Innkeepers International (PAH) produces books, guides,
and statistical research for B&B owners. Thematerial produced by PAII is some of themost
significant and relevant to this study. The American Bed & Breakfast Association (AB&BA) is
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primarily oriented toward functioning as the "AAA" for B&B's. The AB&BA has also produced
an industry source book with significant statistical research The Independent Innkeepers'
Association (DA) produces a significant demographic study ofB&B guests. There are alsomany
regional associations that represent the B&B segment. Mobil Guide, the American Automobile
Association (AAA), and the National B&B Association (NB&BA) are also included in this group
but primarily as representatives to the industry and producers of guide books. There is also a
multitude of other guide books for B&B's and their respective authors.
Journals
The Hospitality Research Journal produced by the Council on Hotel, Restaurant, and
Institutional Education (CHRIE) has published significant studies on B&B 's. Cornell Hotel
Restaurant Administration Quarterly (Cornell HRA) also publishes significant studies relating to
B&B's.
Text
More general information about B&B's may be found in How
to'books. The most
complete of these is by Davies, Hardy, Bell, and Brown (1996), titled "So- You Want to Be an
Innkeeper." This text goes into great depth on all aspects of operating a B&B business. Another is
byNotarius (1992), "Open Your Own B&B, 2nd
Ed" This text is geared more for the Homestay
segment and the use of an extra room or two but provides valuable insight into the origin ofB&B's
in the current U.S. form.
B&B's in General
Understanding the unique and specific qualities that define B&B requires an understanding
of what B&B actually is and it's relative history. B&B 's, as we know them today, are the
predecessors of our larger and more complex hotel systems. Notarius (1992) related the roots of
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B&B as starting in Europe were B&B is still acknowledged for its strengths. Our country's early
travelers counted on the hospitality of Inns and welcoming homesteads. These Inns and
homesteads are what we know as B&B. Davies et al. (1996) said that B&B's began to proliferate
in the late 70's.
Poynter (1993) talks about the adaptations ofB&B's tomeet consumer preferences. These
adaptations have diversified the original concept ofB&B to include a number of different segments
as well as definitions of what constitutes a B&B. Of the many definitions, no one agrees with
exact parameters (Lanier & Berman, 1993). There is a consensus that there are different types of
B&B that include some or all of the following: Homestay, B&B, B&B Inn, B&B Cottage, B&B
Hotel, and Country Inns. By integrating the definitions used by PAII, AB&BA, Notarius (1992),
and Poynter (1993), the following definitions are derived:
Homestay's: A private, owner occupied residence where the welcoming of quests is
secondary and incidental to the home. Homestays have one to four rooms and only serve breakfast
as part of the charge.
B&B 's: An owner occupied establishment where the rooming of guests and family
are of equal use. B&B 's have five to ten rooms, serve breakfast as part of the charge andmay
serve other meals only to overnight guests.
B&B Inn's: An owner occupied business where the rooming of guests is the primary
function B&B Inns have eleven to twenty-five rooms, serve breakfast as part of the charge and
may serve other meals to overnight guests as well as limited public.
Country Inn's: An owner operated business where the rooming and boarding of guests is
the primary function Country Inn's havemore than twenty rooms and operate full service
restaurants for the general public.
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Industry Statistics
The AB&BA (1996) shows 20,000 B&B's in the U.S. currently. The editors ofAB&BA
included in theirmaterials four studies. The first is a "1988 Michigan B&B Guest Study" by
Mahoney, Na, and Holecek (1989). This survey consists of guest responses to questions dealing
with various aspects ofB&B preferences, demographics, and purposes of stay. The second study,
"A survey ofOklahoma B&B
Businesses"
by OK Department ofTourism & Recreation (1990),
surveyed B&B owners to profile the existing establishments in 1990. The third study written by
Brown, "Nine-State Survey ofB&B Establishments (1990)," involved surveying the owners of
B&B's in IL, IN, IA, KY, MI, MN, MO, OH, andWI to compile a profile ofB&B characteristics
in 1990. The last, "A Summary of the 1992 B&B Industry in Ohio," written by Smith (1992),
profiles characteristics ofB&B's by surveying the owners.
In NY a study was completed by Dawson & Brown (1988), "B&B's aMatter of Choice,"
that relates to the growth ofB&B and it's diversity in 1988. Dawson & Brown also point out very
succinctly the seasonality and short stay (two night average) trends indicative ofB&B. Poynter
(1993) completed a study, "Success as Defined by GA B&B's," that surveyed owners to determine
the relationship between characteristics ofB&B 's with the success of the B&B as determined by
the owners in 1991. Poynter breaks this down into six areas: Operations, Marketing, Finance,
Human Resources, Planning, and Owner Attitudes. A nationwide study was completed by Emerick
& Emerick in 1990 entitled "Profiling American B&B
Accommodations,"
studies regional trends of
Average Daily Rate(ADR) and Occupancy Percentage(OCC%) as well as general data about B&B
type. This is the third such study produced by this pair (1986, 1988). Lanier and Berman (1993)
address the changes occurring in B&B around 1993 in "B&B Inns Come of
Age." The study
looks at amaturing industry and the changes associated with more widespread knowledge ofB&B
that includes clarification of characteristics ofB&B's and a shift away from the homestay type
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properties. "Financial Characteristics ofB&B
Inns"
written by Poorani in 1995 addresses the
B&B from a financial perspective that relates the success factors of a B&B to the size of the
property and the experience base of the owner.
Itmay be extrapolated from these studies that there are some basics about B&B's that
should be understood First, there is a significant amount of diversity between individual
properties that makes classifying and generalizing difficult. Second in spite of this, B&B's are
becoming more widely understood and classified to fit the perceptions of the consumers. Third, is
an upward trend in the B&B segment over the last 10 years in terms ofReturn on
InvestmentfROI), Revenue Per Available Room(REVPAR), Average Daily Rate(ADR),
Occupancy Percentage(OCC%), and the numbers and size ofB&B's. Fourth, the current average
number of rooms is impossible to identify with any relevance. Lastly, the Average Daily
Rate(ADR) of $80-100 and the average Occupancy Percentage(OCC%) of 34-54% are directly
related to the size of the B&B. By understanding the distinct position of B&B 's, we can
understand B&B's better in terms of advertising and promotions. These studies all relate to the
diversity ofB&B's.
The Guest
Information about the guest is crucial to understanding the characteristics of advertising
and promotions thatmarket B&B's. This data is a fairly new development. Lanier and Berman
(1993) found that about 10% ofAmericans have stayed in a B&B compared to 50% ofEuropeans.
The AB&BA's (1996) published figures note that there are 16 million B&B guests a year, with an
age range to include 25-60, and average incomes of $60,000. PAD has similar figures about age
and income. PAII's (1994) study also found that 70% of guests are couples, 11% single, 10%
families, and 9% are groups. Of these guests, 75% travel for pleasure, and 25% for business and
meetings. DA's demographic study (1996), themost comprehensive guest study done, found
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91.7% travel for pleasure and 7. 1% for business. The JJA also found that themajority of guests
are professionals, stay an average of two days, and prefer serenity, dining, and nature as interests.
The study also found that 60% made reservations at least amonth in advance and that 90% will
vacation twice a year with 33% vacationing more than 3 times a year. Mahoney et al. (1989)
found that the average guest had stayed at five B&B's and spent 16 nights on four trips in the last
year. This would support Emerick and Emerick's (1994) finding that 25% of guests are repeat
business.
These numbers would indicate that themajority of guests are affluent professional couples
out for a relaxing extended weekend Miller (1996), in an article in the Wall Street Journal found
that themajority of business travelers also want similar surroundings during the week These
figures also explain the strong weekend and seasonal business indicated bymost B&B's.
Marketing
Of these studies, texts, etc., many have included specific information relative to advertising
and promotions. There are also a number of texts and materials written specifically to address the
issue ofmarketing characteristics. The wide diversity of B&B's necessitates that "B&B operators
identify a particular market segment rather than appeal to me typical B&B
guest.'(Lanier, 1993)"
Answering who the guest is and what niche is filled is the first step to determining what
characteristics work best.
Hospitality & Tourism Marketing
Themarketing of hospitality and tourism differs from the traditional in its very intangible
nature. Service is what is being sold There are a number of texts written specifically on this type
ofmarketing. "Marketing for Hospitality and
Tourism" by Kotler, Bowen, andMakens (1996), is
one of themost current and complete. This text offers an excellent overview but only relates to
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B&B's as filling a specific competitive niche. In "Hospitality and Travel Marketing" by Morrison
(1996), a case study of a B&B is presented Ried's (1989) "HospitalityMarketing Management"
deals more with the management of various aspects ofmarketing such as how tomanage an
advertising campaign
Funding Advertising and Promotions
The two major concerns about advertising and promotions are howmuch to spend and on
what medium. Many of the studies reviewed howmuch is spent by various B&B 's on advertising
and promotions. Poynter (1993) shows an average of $5961 per year being spent by a B&B.
Dawson (1988) found an average of $1240. Smith's (1992) study found $1230. The PAII (1994)
survey found a range of $3,000 to $38,000 with an average of $12,608. In Link's (1993) case
study "Developing aMarketing Plan," 3% of total revenues was used for advertising and
promotions. Poorani's (1995) study found 6% of total revenues. The use of average dollars is
misleading due to the various sizes and types of facilities. I believe that a percentage based on
REVPAR would bemost accurate.
Forms ofAdvertising & Promotions
The next area is perhaps themost complexing. What forms of advertising and promotions
do B&B's use to communicate theirmarketing plans and what forms of advertising and promotions
do the guests actually utilize? These two questions have been asked together and separately in
many of the studies done. Poynter (1993) found thatWord ofMouth(WOM), Guidebooks, and
Brochures are themost commonmethods ofmarketing by the B&B 's regardless of region or
tenure. Additionally, Poynter found that, on average, a B&B used seven types of promotions,
listed in four guide books, and found Reservation Service Organizations(RSO's) only minimally
effective and efficient. Dawson (1988) found similar results but added newspaper advertisements.
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Dawson also found that guests usedWOM, guidebooks, and brochures the most. In Smith's
(1992) survey, modes of advertising and promotions were ranked as follows:
"1. WOM 2. Brochures 3. Div. ofTrav. & Tourism
4. Ch. of Comm. 5. Convention Bureau 6. B&B Guide books
7. Ohio B&B Directory 8. News, orMag. Articles 9. Drive By
10. AAA 11. Newspaper Ads 12. Visitor Info. Cntr.
13. RSO"
Lastly, PAII (1996) ranked guest tracking as follows: "returning guests-21%, WOM-
17%, guide books-16%, advertising- 1 1%, chamber of commerce-6%, referrals from other Inns-
5%, drive by-5%, other-4%, media-3%, AAA-3%, travel agent-2%, state brochure-2%, product tie
ins-2%, RSO-1%, local brochure-1%, airline RS0-<1%, computer bulletin boards-<l%." One
observation, by Poorani (1994), that may effect the previous information, is that owner experience
effected the outcome of various advertising and promotional characteristics. Poorani (1995)
contends that themore experienced owners achieved more effectiveness and efficiency with the
dollar spent. Additionally, more experienced owners generally hadmore rooms which would
reflect the impact of economies of scale.
The resource that address's the marketing ofB&B's most directly is the "Marketing
Handbook"
produced by Hardy & Bell (1995) ofPAII. This text is a compilation of various
articles from their newsletter. These articles covermany different aspects and ideas. Another
article that looks at some less utilizedmedia is "Marketing
Communications'
written byMiller
(1993). This is also a look at alternatives to traditional uses of advertising and promotional
material.
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SampleMedia ofB&B Marketing
There are literally hundreds ofB&B guide books that represent thousands ofB&B 's.
These texts all tend to orient toward one aspect or another tomake each book unique. There are
alternative media as well, such as CD-ROM, web sites, etc., that are functionally similar (Murphy,
Forrest, Wotring & Bryner, 1996). There are also regional and state promotionalmaterials, B&B
brqchures, conglomerate advertising, and news media (U.S. West Foundation, 1995). What
follows will be a sampling of some of thesematerials.
First, are the texts produced by the associations. PAQ produced the "Professional Inn
Guide, 2nd ed," written by Denn (1995). This highlighted membership properties from the U.S.
and Canada. There is also a section listing inspecting bodies including a number of state and
national associations. The NB&BA produces "The Official B&B Guide" written by Feafherston
(1995). This includes recipes and a restaurant guide. The UA (1997) produces a yearly
publication that is distributed free at all participating properties. This text, "The Innkeeper's
Register," is one of themost detailed and due to its free distribution, a widely receivedmedia. For
a review ofhistorically significant B&B's, the "National Trust Guide to Historic B&B Inn's and
Small Hotels, 4th ed" by Dane (1996) is a good resource. "B&B and Unique Inns ofVirginia, 2nd
ed" by Davis andMuncy (1993), displays withmore limited focus, Inn's of a single state. There
are also cookbooks that feature B&B's such as the "Country Inn's ofAmerica
Cookbook"
by Reid
(1982).
Summary
In conclusion, the available data for research into the characteristics of advertising and
promotions formarketing B&B's is limited Although there are a lot ofB&B's, there is not a large,
well-organized data base from which to draw research There are, however, a number of resources
by which this datamay be extracted The associations, PAII, AB&BA, and DA in particular, are
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excellent resources for B&B oriented research The writtenmaterials and the study produced by
PATI are appropriate for use in the research of advertising and promotions for B&B's. The
demographic survey by IIA is excellent for identification of the guest and market niche. The
scholarly works reviewed here are also worthy of review but primarily address the basic
characteristics ofB&B's. The journals from which they are taken are reputable and respected.
The texts reviewed are good for backgroundmaterial. It is significant to the study at hand that
these materials are reviewed Further research on B&B's would be appropriate if the niche was
divided intomore segments based on size, function, and character of the B&B to more accurately
reflect trends and characteristics of each segment. The literature provides a base from which to
proceed into more specific areas relating to the purpose of this study.
B&B's are diverse and not easily classified or generalized for application into standard
operating procedures involving characteristics of advertising and promotions. The nature of
smaller properties, homestay's, as possible hobbies without the same level of business concern,
makes the interpretation of significant research difficult. The guest is generally understood but not
to the same degree that other targetmarkets have been studied. Themost widely distributed
vehicle for marketing hospitality properties, AAA, Mobil, and Fodor's, do not reflect the specific
nature ofB&B's. B&B's are growing and changing in response to the guest's needs. The guest is
generally educated, affluent, mobile, organized, and seeks pleasure and serenity. If the guest is
pleased the odds are good that they will return. Traditional marketing avenues may not be
appropriate for reaching the B&B guest. The advertising and promotion budgets used to reach
these guests are widely disparate between B&B's. The larger properties withmore experience and
longevity tend to have bettermarketing results. Word ofmouth, brochures, and guidebooks are the
most popular forms of advertising and promotions that are used to reach the guest. ADR and
OCC% are similar to that of other lodging facilities. By applying this information to the results of
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the survey instrument, wemay be able to identify characteristics of advertising and promotions
whichmarket B&B's.
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CHAPTER 3
I believe a survey that questions Owner/Managers ofB&B's about advertising and
promotional characteristics used by B&B's may help to understand themost appropriate methods
of reaching the targetmarket. I also believe it necessary to survey the B&B guest to discover what
advertising and promotional characteristics work. It will then be possible to compare the two
surveys for points of similarity and discrepancy in characteristics of advertising and promotions.
Characteristics were looked at across various qualifiers to estimate their importance.
Procedures
The study will collect and evaluate data about advertising and promotions used by B&B's.
This will be accomplished through the use of two surveys: B&B owner/managers and B&B
guests. The data from both will be examined for similarities between various advertising and
promotions used by B&B 's. The scales of frequencies will be compared across qualifiers.
The first survey will sample B&B owner/managers identified in the Professional
Association of Innkeepers International. The second survey will sample B&B guests from B&B's
identified in the first survey.
Analysis will involve the following method Modes will be identified for frequency of use.
Useful charting methods will be used to compile themodes to easily indicate themost to least
useful visually. Various cross-tabulated graphs will be created to demonstrate the ranking of
marketing efforts associated with each qualifier.
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Assumptions
The primary ideological assumption is that there is a need for B&B advertising and
promotions. Itmay be found that advertising and promotions are not necessarily the desired forms
ofmarketing that would be best for B&B's.
The primary procedural assumption is that it will be possible to identify successful
advertising and promotions for B&B's. The initial selection of advertising and promotions
surveyed will be expanded based on comments from the respondents. It is also assumed that PAII
will be representative of the B&B industry as a whole. The validity and reliability may be
improved by using guests at respondent B&B's to complete the second survey. The time of data
collectionmay also influence the data due to the seasonality of the B&B niche. Location may also
play an influencing role in that only four properties from each state where sampled randomly. This
may not have accurately sampled the widest ormost representative geographic range. The two
mail-in questionnaires will control potential researcher bias and also delineate how B&B
advertising and promotional efforts are assessed
Survey 1 - B&B Owner/Manager
Setting of the Study
Study 1 surveys the owner/manager of currently operating B&B's. At the beginning of
August 1996 the development process began. The survey instrument was mailed out in the middle
ofOctober 1996. The survey was sent to a random selection ofPAII B&B members. These
surveys were then returned and collected during November 1996. The tabulation of results
occurred during December 1996. The list of responding owners/managers were asked to
participate in Study 2.
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The Study Sample
The population for the sample was chosen from themembership ofPAH PAII represents
approximately 2,200 B&B's. PAU presents itself as maintaining the highest professional standards
for B&B association's. The membership ofPAH sufficiently represents the population ofB&B's
to justify an appropriate sample. A random sample of 198 B&B's was chosen from the
membership lists ofPAII. Approximately four B&B's were randomly selected from each state to
assure a representative sample all states. The representative sample of 198 was also based upon
financial restraints and a goal of 8%-10% of the PAII membership. The requirements for the
sample were to be PAU members currently operating B&B's.
Instrument
The survey instrument was begun in early August 1996. Development lasted throughmid
September 1996. The Thesis Committee and PATI reviewed the instrument. Twenty-eight college
students also reviewed it for readability. The instrument uses simple rating scales. The questions
were asked directly and simply to insure reliable responses. The survey was based on simplicity
and ease of use. The response rate of 46% suggests the accomplishment of that goal. The survey
was delivered to 198 B&B's ofwhich 92 B&B's responded The instrument consists of one page
with a note of introduction and instruction on one side and 10 questions on the reverse side. The
first question rated 17 advertising and promotional characteristics. Questions two through ten are
the qualifiers that will be compared to the advertising and promotional characteristics. The
respondents are asked to use the last calendar year as a reference, which would place the response
time between November 1995 and November 1996.
The first question asks the B&B owner/manager to rate forms of advertising and
promotions used: "Please rate the following forms of advertising being used by your
B&B." The
scale required a response indicating Least Useful (1) toMost Useful (5) as well as an option for
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Not Used. The graph listed 17 categories of advertising and promotion that were chosen from the
results of the literature review. The categories included:
Word ofMouth
Brochure
B&B Guide Book
Magazine, Newspaper
Mobil, AAA, etc.
Signage
Billboard
Internet, CD-ROM
Reservation Service
Travel Agency
Direct Mail
Telemarketing
Chamber of Commerce
State or Regional Promotions
B&B/ Trade Association
Radio, Television
Other (please fist).
The intention of this question is to find out what forms of advertising and promotions are being
used and what the owner/manager perceives as the rank ordering of the characteristic's
importance.
Question two asks, "Are you satisfied with the results of yourmarketing
efforts?" The
possible responses are Yes, Somewhat, and No. The goal of this question is to determine the
respondent's level of satisfaction and desire for improvements in advertising and promotional
B&B Advertising & Promotions 22
results. Additionally, a comparison of responses to this question with the responses to questions 9
and 10 may determine the level of business activity actually desired by the owner/manager.
Question three asks, "Who does yourMarketing?" The responses are limited toMarketing
firm, In-house, and Other. This question was intended to determine what percentage ofB&B's
used outsidemarketing assistance. This may cause the responses to skew the results in favor of
standardized practices ofmarketing firms.
Question four asks, "Do you track the effectiveness of your advertising?" The two
responses are Yes or No. This also included a descriptive of "If so,
how?" This question will elicit
information about the level of attentiveness tomarketing efforts.
Question five asks, "What is yourmarketing budget as a percent of total
revenue?" The
five possible responses included Less than 6%, 6-8%, 9-11%, 11-13% andMore than 13%. The
range was based on information derived from the literature review. This question will help
determine if sufficient funds are being utilized for promotions and advertising. This will also help
to understand the responses to other questions by comparing levels of satisfaction, ADR, and
OCC%, with budget constraints.
Question six asks, "What do you spend on advertising as a percent of total
revenue?"The
four responses include Less than 6%, 6-8%, 9-11%, andMore than 11%. The intent is to separate
what is spent on overall promotions and what is spent specifically on advertising. This may help to
find useful ratios as well as indicate the intensity of the marketing efforts of the establishments.
Question seven asks, "How long has your B&B been in
operation?"The three responses
are Less than 1 year, 1-3 years, andMore than 3 years. This will help to compare changes in
advertising and promotional efforts relative to the longevity of the B&B as well as offer amethod
to compare differences in experience levels with the forms of advertising and promotions utilized
Question eight asks, "How many rooms are available at your
B&B?" The five responses
are 1-5, 6-10, 1 1-20, 21-25, andMore than 25. This question will help to contrast economies of
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scale. Additionally, by comparing the responses for each room range, we can estimate the
importance of different advertising and promotional characteristics across this qualifier.
Question nine asks, "What is your average occupancy
rate?" The possible responses
include Less than 50%, 50-65%, 66-80%, 81-95% andMore than 95%.
Question ten asks, "What is your average room rate?" The possible responses are Less
than $50, $50-75, $76-100, $101-150, andMore than $150. These last two questions show the
relative success of each establishment. These will be used in conjunction to estimate the
importance of different advertising and promotional characteristics across these qualifiers.
Period ofData Collection
The data was collected from late October 1996 through November 1996. The respondents
were asked to answer the survey using the last calendar year. The results represent information
relating to November 1995 through November 1996.
Survey 2 - B&B Guests
Setting of the Study
Study 2 surveys the guests of currentiy operating B&B's. At the beginning ofAugust
1996 the development process began. The survey instrument was mailed out at the end of January
1997. The surveys were sent to the participating member B&B 's ofPAII that indicated a desire to
assist with the second phase, Survey 2. The surveys were distributed to guests who stayed at the
five participating B&B's from February 1, 1997 through April 1, 1997. These surveys were then
returned and collected during early April 1997. The tabulation of results occurred during May
1997.
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The Study Sample
The B&B locations for reaching the sample population were chosen from the respondents
of the previous survey. The five participating B&B's volunteered to assist with this phase. The
guests of the participating B&B's sufficiently represent the population ofB&B guests to justify an
appropriate sample. Each B&B distributed and collected surveys from each guest (one per room)
that stayed at their B&B during the data collection period Additionally, the B&B's themselves
represented the industry well in terms of diversity of number of rooms, ADR, OCC%, geographic
location, andmanagement experience.
Instrument
The survey instrument was begun in early August 1996. Development lasted through mid
September 1996. The Thesis Committee and PATI reviewed the instrument. Twenty-eight college
students also reviewed it for readability. The instrument used simple rating scales. The questions
were asked directly and simply to insure reliable responses. The survey was based on simplicity
and ease of use. The response rate of 5 1% suggests the accomplishment of that goal. The survey
was delivered to the 5 participating B&B's. 300 surveys were delivered ofwhich 154 B&B guests
responded The instrument consists of a 3 1/2" x 8 1/2" tag board sheet with four questions on one
side. Although there were only four questions, there was a possibility of having 6 responses. This
is due to question two being able to have up to three responses. The respondents are asked to
answer in current time. Questions three and four are the qualifiers that will be compared to the
advertising and promotional characteristics identified in question one and two.
The first question asks, "How did you find out about this Bed and
Breakfast?" The
possible responses include a list of advertising and promotional characteristics. The following are
the responses with the corresponding survey 1 terminology in the next column if it is different:
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An acquaintance
B&B's Brochure
B&B Guide Book
Magazine, Newspaper
Mobil, AAA, etc.
I saw the sign while driving past
Billboard
Internet or CD-ROM
Reservation Service
Travel Agency
Brochure in themail
Called by a promoter
Chamber of Commerce
(Word ofMouth)
(Brochure)
(Signage)
(DirectMail)
(Telemarketing)
(B&B/ Trade Association)
State or Regional Promotions
B&B Association
Radio, Television
I found out by (Other (please list))
The intention of this question was to find out specifically what advertising and promotional efforts
helped the respondent to choose that particular B&B. Additionally, by presenting a list that
mimicked the first survey, a stronger comparison could be achieved Also, the list presented an
opportunity tomake the guest think about the second question more completely.
Question two asks "When traveling how do you normally find a place to
stay?"The
respondent was given ample space to provide up to three responses. The goal of this question was
to solicit responses that wouldmimic those listed in the first question or provide insight into
alternative advertising and promotional characteristics that had not previously been identified
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Question three asks "How often do you stay away from home in a
year?" The possible
responses are limited to fewer than 5 nights, 5 to 10 nights, 1 1 to 20 nights, andmore than 20
nights. This range was determined by the literature review. The intent of this question was to
determine the frequency of travel for the guest.
Question four asks "How often do you stay at a B&B in a
year?"The responses are
limited to fewer than 5 nights, 5 to 10 nights, 1 1 to 20 nights, andmore than 20 nights. This
response in comparison to the previous questionmay reveal ratios for traveler's trends in B&B
stays.
Period ofData Collection
The data was collected from February 1 through April 1. The B&B manager's were sent a
cover letter explaining what to do with the surveys. The letter indicated to "Please have a guest fill
out the survey upon check in. One per room sold. Please accept these back from the guest at that
time and reserve
them." The surveys were returned at intervals throughout the twomonth period
with a finalmailing on April 1, 1997. Calls were placed to the participating properties about every
two weeks to remind and reinforce the instructions and participation
Data Analysis Tools
Statistical Program for the Social Sciences (SPSS) will be used to tabulate and analyze the
data for both surveys. Frequency and stratification of the data will be performed from a number of
different perspectives to obtain the clearest understanding of the findings. MiniTabs will be used
to present the data in useful charts and tables.
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Summary
Themethod of gathering data for analysis involves two surveys. The first survey
questions Owner/Managers ofB&B's about advertising and promotional characteristics to
understand currentiy utilized methods of reaching the target market. The second survey questions
the B&B guest to compare responses across selected qualifiers and advertising and promotional
characteristics. The two surveys will be compared to examine if frequencies and qualifiers are
similar between surveys. The first survey questions 198 current B&B operators who are members
ofPAII between October 1996 and November 1996. The second survey questions 300 B&B
guests who stayed at participating B&B's between February 1997 and April 1997. There were 92
and 154 respondents respectively. Chapter four will display the results of cross-tabulated analysis
from both surveys.
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CHAPTER 4
Problem Restatement
This study has focused on the advertising and promotions used by B&B's. An evaluation
of advertising and promotional characteristics has identified and scaled the frequency of each
characteristic to estimate its importance in successfully marketing B&B properties. By charting
the frequency of use with various qualifiers, themost highly utilizedmarketing efforts can be easily
delineated This tabulation was also associated to guest beliefs.
The study has collected data about advertising and promotions used by B&B's. This was
accomplished through the use of two surveys: B&B owner/managers and B&B guests. The
owner/manager data has been cross-tabulated and then compared to similar cross-tabulated data
received from B&B guests. The characteristic of
"Other" is not ranked but list by frequency.
Tabulation of Survey One - Owner/Managers ofB&B's
The total responses and then the stratification of the responses for survey one will be
presented All responses of survey one were tabulated against various qualifiers.
Question 1
The first question is "Please rate the following forms of advertising being used by your
B&B." The frequency scale indicated Least Useful (1) toMost Useful (5) as well as an option for
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Not Used The graph listed 17 categories of advertising and promotion The following table
(Table 1) shows themode based on the frequency of responses as well as the number of
respondents that marked 'Not Used' following the indicated method of analysis. Table 1 presents
the data in descending order from themost useful to the least useful. If there were greater than
50% of respondents answering with a 'Not
Used'
themode will be in parenthesis and ranked at the
bottom of the list. The 'Other' characteristic presents a number of responses but cannot show a
mode because the respondents were note asked to indicate frequency. This interpretation is used to
simplify charting. For example, Word ofMouth is a
lmode(5)'
demonstrating the ranking of 'Most
Useful'
and a 'not
used(0)'
showing that all respondents used this characteristic. This information
demonstrates the ranking that Owner/Mangers believe to be the most usefulmeans ofmarketing
their B&B's to their guests through advertising and promotions.
Table 1
Question 1
Mode Not Used
Word ofMouth 5 0
Brochure 4 0
Chamber of
Commerce
4 4
Mobil, AAA, etc. 3 39
B&B Guide Book 3 7
Internet/ CD-ROM 3 14
Magazine/
Newspaper
2 12
B&B Trade
Association
2 9
Signage 2 28
DirectMail 2 39
State/ Regional
Promotions
1 17
Travel Agency 1 24
Reservation Service
..(J)
56
Radio, Television (D 64
Billboard i?) 82
Telemarketing (D 86
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Responses to "Other"
The response to 'Other' within question one was tabulated as a yes or no response. The
written responses were then listed If the response occuredmore than once, it was checked and
totaled The othermethods of advertising and promotions that were noted as being used by the
B&B Owner/Managers are as follows, listed in order ofmost frequentlymentioned to least
frequently.
Yellow Pages (7 responses)
Other B&B's (2 responses)
Other Lodging Facilities (other than B&B 's) (1 response)
Partnerships with other businesses (1 response)
Open House/ Tours (1 response)
Attendance at Shows, Conferences, and Conventions (1 response)
Promotions inNewspapers/Magazines, Television/Radio (Free- travel writers, etc.)
(1 response)
Question 2-10
The following section presents the tabulated data for questions two through ten of Survey
One - B&B Owner/Managers. This information is tabulated by frequency and presented in
percent of total responses. Again, there are 92 respondents.
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Question two asks, "Are you satisfied with the results of yourmarketing
efforts?" The possible
responses are:
Yes 47.8%
Somewhat 46.7
No 5.4
Question three asks, "Who does yourMarketing?" The possible responses are:
Marketing firm 97.8%
In-house 2.2
Other 0.0
Question four asks, "Do you track the effectiveness of your advertising?" The two responses are:
Yes 96.7%
No 3.3
Question five asks, "What is yourmarketing budget as a percent of total
revenue?"The possible
responses are:
Less than 6% 37.0%
6-8% 26.1
9-11% 17.4
11-13% 6.5
More than 13% 3.3
Question six asks, "What do you spend on advertising as a percent of total
revenue?"The possible
responses are:
Less than 6% 45.7%
6-8% 22.8
9-11% 17.4
More than 11% 6.5
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Question seven asks "How long has your B&B been in
operation?" The possible responses are:
Less than 1 year 8.7%
1-3 years 22.8
More than 3 years 67.0
Question eight asks, "Howmany rooms are available at your
B&B?" The possible responses are:
1-5 40.2%
6-10 34.8
11-20 13.0
21-25 7.6
More than 25 4.3
Question nine asks, "What is your average occupancy
rate?"The possible responses are:
Less than 50% 45.7%
50-65% 25.0
66-80% 19.6
81-95% 8.7
More than 95% 0.0
Question ten asks "What is your average room
rate?"The possible responses are:
Less than $50 1.1
$50-75 16.3
$76-100 32.6
$101-150 40.2
More than $150 8.7
B&B Advertising & Promotions 33
Stratification ofData for Survey One
The data for Survey One is stratified in five different ways. This breaks down the
responses to questions two, three, five, seven, and eight in the survey. This clarifies the
information and extracts more detail. Each of the following sections examines the data at different
angles. Here is how to interpret the tables. The tables show the ranking that the B&B owner/
manager believes represents the usefulness of each characteristic. Those that are fours and fives
are believed to be useful. Those that are less than four are not as useful. Each table shows this for
a different category within the qualifier being examined For example, table 2 represents the
ranking for the 1-5 room category for the 'number of
rooms'
qualifier.
Stratification by Number ofRooms
The first stratification involves question eight: "How many rooms are available at your
B&B?" The five responses are 1-5, 6-10, 11-20, 21-25, andMore than 25. Table 2 through 6
represents the stratified data to question 1 presented in descending order from themost useful to
the least useful for B&B's of different sizes. A comparison was accomplished between the number
of rooms and each advertising and promotional characteristic identified The tables that follow
illustrate that tabulation. This information demonstrates the ranking that Owner/Mangers of
different size B&B's believe to be the most useful means of advertising and promoting their
specific size B&B's to their guests. B&B owner/managers with different size B&B's found
different characteristics to bemore or less useful compared to the others.
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Table 2 Table 3
1-5 Rooms
Ranking
Word ofMouth 5
Chamber of Commerce 5
Brochure 4
Internet, CD-ROM 4
B&B Guide Book 2
Magazine, Newspaper 2
Signage 2
State/Regional
Promotions
1
B&B/ Trade
Association
1
Mobil, AAA, etc. (3)
Direct Mail (2)
Billboard (2)
Travel Agency (D
Reservation Service (D
Telemarketing (D
Radio, Television (D
6-10 Rooms
Ranking
Word ofMouth 5
Brochure 5
Mobil, AAA, etc. 4
Chamber of Commerce 4
B&B Guide Book 3
Internet, CD-ROM 3
Signage 2
DirectMail 2
State/ Regional
Promotions
2
B&B/ Trade
Association
2
Magazine, Newspaper 1
Travel Agency 1
Reservation Service (2)
Telemarketing (2)
Radio, Television (D
Billboard (D
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Table 4 Table 5
11 -20 Rooms
Ranking
Word ofMouth 5
Brochure 5
B&B Guide Book 4
Magazine, Newspaper 3
Chamber of Commerce 3
Mobil, AAA, etc. 3
Signage 3
Internet, CD-ROM 3
Direct Mail 2
Travel Agency 1
B&B/ Trade
Association
1
State/Regional
Promotions
1
Billboard (3)
Reservation Service (D
Telemarketing (1)
Radio, Television (D
21-25 Rooms
Ranking
Word ofMouth 5
Brochure 4
Mobil, AAA, etc. 4
Chamber ofCommerce 4
B&B Guide Book 3
Magazine, Newspaper 2
Signage 2
Internet, CD-ROM 2
Travel Agency 2
DirectMail 2
State/Regional
Promotions
2
B&B/ Trade
Association
2
Reservation Service (2)
Radio, Television (1)
Billboard (0)
Telemarketing (0)
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Table 6
More than 25 Rooms
Ranking
Word ofMouth 5
Brochure 5
Magazine, Newspaper 4
Direct Mail 4
B&B Guide Book 3
Mobil, AAA, etc. 3
Internet, CD-ROM 3
State/Regional
Promotions
3
Signage 2
Travel Agency 2
Chamber of Commerce 2
B&B/ Trade
Association
2
Radio, Television (3)
Reservation Service (2)
Billboard (0)
Telemarketing (0)
Questions 2-10 by the number of rooms.
B&B's with 1-5 Rooms
The stratified data for B&B's with one to five rooms demonstrates the following
information. There are 37 B&B's in this group. Only 32.4% were satisfied with marketing
efforts. All but one of the respondents used in-housemarketing. All but one of the respondents
tracked the effectiveness of their advertising efforts. The marketing budget for 59.4% of the
respondents was less than 9% of total revenues. The advertising budget for 65.6% of the
respondents was less than 9% of total revenues. Responses show that 91.9% have been in
operation formore than one year. Responses show that 63.9% of these operations had occupancies
below 50% with 72.2% of operations having an ADR between $50 and $100.
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B&B's with 6-10 Rooms
The stratified data for B&B's with six to ten rooms demonstrates the following
information There are 32 B&B's in this group. Responses show that 56.3%) were satisfied with
marketing efforts. All of the respondents used in-housemarketing. All of the respondents tracked
the effectiveness of their advertising efforts. . Themarketing budget for 79.3% of the respondents
was less than 9% of total revenues. The advertising budget for 66.7% of the respondents was less
than 6% of total revenues. Responses show that 90.3% have been in operation formore than one
year. Responses show that 68.8% of these operations had occupancies below 66% with 50% of
operations having an ADR between $101 and $150 and 37.5%) having an ADR between $76 and
$100.
B&B's with 11-20 Rooms
The stratified data for B&B's with eleven to twenty rooms demonstrates the following
information There are 12 B&B's in this group. Responses show that 50% were satisfied with
marketing efforts. All of the respondents used in-house marketing. All of the respondents tracked
the effectiveness of their advertising efforts. The marketing budget and advertising budget for
41.7% of the respondents were less than 6% or 9-11% of total revenues. Responses show that
83.3% have been in operation formore than three years. Responses show that 58.3% of these
operations had occupancies below 50% with 50% of operations having an ADR between $101 and
$150 and 33.3% having an ADR between $76 and $100.
B&B's with 21-25 Rooms
The stratified data for B&B's with twenty-one to twenty-five rooms demonstrates the
following information. There are 7 B&B's in this group. Responses show that 85.7% were
satisfied withmarketing efforts. All of the respondents used in-housemarketing. All of the
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respondents tracked the effectiveness of their advertising efforts. The marketing budget for 57. 1%
of the respondents was less than 6% of total revenues with all using less than 9%. The advertising
budget for 85.7% of the respondents was less than 6% of total revenues. All have been in
operation formore than three years. Responses show that 85.8% of these operations had
occupancies of 66-95% with 71.4% of operations having an ADR between $101 and $150.
B&B's with more than 25 Rooms
The stratified data for B&B's withmore than twenty-five rooms demonstrates the
following information There are 4 B&B's in this group. Responses show that 50% were satisfied
withmarketing efforts. All of the respondents used in-housemarketing. All of the respondents
tracked the effectiveness of their advertising efforts. Themarketing budget for 66.7% of the
respondents was 6-8% of total revenues. The advertising budget for 75% of the respondents was
6-8% of total revenues. All have been in operation formore than three years. Responses show that
75% of these operations had occupancies of 66-95% with 50% of operations having an ADR
between $76 and $150 with the other 50% having an ADR above $150.
Stratification by Years in Operation
The second stratification involves question seven: "How long has your B&B been in
operation?" The three responses are Less than 1 year, 1-3 years, andMore than 3 years. Table 7
through 9 represents the stratified data for question one presented in descending order from the
most useful to the least useful for B&B's with different numbers of years in operation This assists
in the comparison of changes in advertising and promotional efforts relative to the longevity of the
B&B. Additionally, differences in experience levels demonstrate differences in advertising and
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promotional characteristics being utilized by the B&B's. This information demonstrates the
frequency ranking that owner/mangers with differing operational duration's believe to be themost
usefulmeans ofmarketing their B&B's to their guests. B&B owner/managers with different
tenures found different characteristics to bemore or less useful compared to the others.
Table 7
Less than 1 year
Ranking
Magazine, Newspaper 4
Chamber of Commerce 4
Word ofMouth 4
Brochure 3
State/Regional
Promotions
3
B&B Guide Book 3
Direct Mail 3
Internet, CD-ROM 2
B&B/ Trade
Association
2
Travel Agency 1
Signage (3)
Mobil, AAA etc. (2)
Reservation Service (D
Radio, Television (D
Billboard (0)
Telemarketing (0)
Table 8
1-3 years
Ranking
Word ofMouth 5
Brochure 4
Chamber ofCommerce 4
State/ Regional
Promotions
4
Internet, CD-ROM 3
B&B Guide Book 2
Magazine, Newspaper 2
Signage 2
DirectMail 2
B&B/ Trade
Association
2
Travel Agency 1
Mobil, AAA, etc. (5)
Reservation Service (3)
Radio, Television (2)
Billboard (2)
Telemarketing (0)
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Table 9
More than 3 years
Ranking
Word ofMouth 5
Brochure 4
B&B Guide Book 3
Chamber of Commerce 3
Mobil, AAA, etc. 3
Internet, CD-ROM 3
Magazine, Newspaper 2
B&B/ Trade
Association
2
Signage 2
DirectMail 2
State/Regional
Promotions
1
Travel Agency 1
Reservation Service (2)
Billboard (2)
Radio, Television (D
Telemarketing (D
Questions 2-10 by the number of years in operation
B&B's in operation less than one year
The stratified data for B&B's in operation less than one year demonstrates the following
information There are 8 B&B 's in this group. All were less than satisfied withmarketing efforts.
All of the respondents used in-housemarketing and tracked the effectiveness of their advertising
efforts. Themarketing budget for the respondents was equally distributed The advertising budget
for the respondents was equally distributed Three respondents have 1-5 rooms. Three
respondents have 6-10 rooms. Two respondents have 1 1-20 rooms. The responses showed 87.5%
of these operations had occupancies less than 50% with 75.0% of operations having an ADR
between $101 and $150.
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B&B's in operation 1-3 years
The stratified data for B&B's in operation one to three years demonstrates the following
information There are 21 B&B's in this group. The responses showed 66% were not satisfied
with marketing efforts. All of the respondents used in-housemarketing and tracked the
effectiveness of their advertising efforts. Themarketing budget and the advertising budget for the
respondents were evenly distributed Thirteen respondents have 1-5 rooms. Eight respondents have
6-10 rooms. The responses showed 90% of these operations had occupancies less than 50% with
81% of operations having an ADR between $50 and $100.
B&B's in operationmore than three years
The stratified data for B&B's in operation more than three years demonstrates the
following information There are 62 B&B's in this group. The responses showed 58.1% were
satisfied withmarketing efforts. All but two of the respondents used in-housemarketing and
tracked the effectiveness of their advertising efforts. Themarketing budget for 75.4% of the
respondents was less than 9% of total revenues. The advertising budget for 81.4% of the
respondents was less than 9% of total revenues. The responses showed 62.9% of these operations
had occupancies of 50-80% with 75.8% of operations having an ADR between $76 and $150. The
breakdown of the number of rooms is as follows:
Rooms
1-5 21
6-10 20
11-20 10
21-25 7
>25 4
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Stratification by Marketing Budget
The third stratification involves question five: "What is yourmarketing budget as a percent
of total revenue?" The five possible responses included Less than 6%, 6-8%, 9-11%, 1 1-13% and
more than 13%. Table 10 through 12 presents the stratified data for B&B's with different
marketing budgets. This demonstrates the relationships betweenmarketing budget, years in
operation, size and occupancy percentages. This helps to determine the level of funds being
utilized for promotions and advertising. The percentages listed under Years in Operation and
Number ofRooms are for individual ranges for all respondents. The percentages listed under
Occupancy are for the category only and include only those respondents in the specified range.
The stratified data formarketing budgets in excess of 1 1% (6 respondents) are not shown because
the responses were very random andmay reflect struggling operations that are not very reliable.
Table 10
Marketing Budget Less than 6% of total revenue. 34 respondents
Years in operation
Range %
Number ofRooms
Range %
Occupancy Percent
Range %
< 1 year 25.0% 1-5 rooms 57.1% <50% 35.3%
1 3 years 28.6 6-10 rooms 33.3 50 - 65% 35.3
> 3 years 40.3 11-20 rooms 43.8 66 - 80% 20.6
21-25 rooms 32.4 81-95% 8.8
> 25 rooms 0.0 >95% 0.0 100.0%
Table 11
Marketing Budget 6 - 8% of total revenue. 24 respondents
Years in operation
Range %
Number ofRooms
Range %
Occupancy Percent
Range %
< 1 year 25.0% 1-5 rooms 18.9% <50% 29.1%
1-3 years 19.0 6-10 rooms 28.1 50 - 65% 25.0
> 3 years 29.0 11-20 rooms 25.0 66 - 80% 29.2
21-25 rooms 42.9 81 -95% 16.7
> 25 rooms 50.0 >95% 0.0 100.0%
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Table 12
Marketing Budget - 9 - 11% of total revenue 16 respondents
Years in operation
Range %
Number ofRooms
Range %
Occupancy Percent
Range %
< 1 year 25.0% 1-5 rooms 18.9% <50% 68.8
1 - 3 years 23.8 6-10 rooms 12.5 50 - 65% 12.5
> 3 years 14.5 11-20 rooms 33.3 66 - 80% 6.3
21-25 rooms 0.0 81 -95% 6.3
> 25 rooms 25.0 >95% 0.0 100.0%
Stratification by Marketing Effort Satisfaction
The fourth stratification involves question two: "Are you satisfied with the results of your
marketing
efforts?"The possible responses are Yes, Somewhat, and No. Table 13 through 15
presents the stratified data for respondents that were more or less satisfied with theirmarketing
efforts. This helps to determine the respondent's level of satisfaction and desire for improvements
in advertising and promotional results. This is demonstrated by the relationships between
satisfaction levels and ADR and OCC% for the operations. This also helps to demonstrate the
level of business activity actually desired by the owner/manager.
Table 13
Satisfied withMarketing Efforts 44 Respondents
Occupancy Rates Average DailyRates
Range % Range %
<50% 29.5% <$50 2.3%
50 - 65% 25.0 $50 - 75 6.8
66 - 80% 27.3 $76 - 100 27.3
81-95% 18.2 $101 - 150 50.0
>95% 0.0 >$150 13.6
Note* All respondents included in table 14 have been in operation for over a year.
B&B Advertising & Promotions 44
Table 14
Somewhat Satisfied withMarketing Efforts 43 Respondents
Occupancy Rates Average Daily Rates
Range % Range %
<50% 58.1% <$50 0.0%
50 - 65% 25.6 $50 - 75 20.9
66 - 80%) 14.0 $76 - 100 37.2
81 - 95% 0.0 $101 - 150 34.9
>95% 0.0 >$150 4.7
Table 15
Dissatisfied withMarketing Efforts 5 Respondents
Occupancy Rates Average DailyRates
Range % Range %
<50% 80.0%) <$50 60.0%
50 - 65% 20.0 $50 - 75 40.0
66 - 80% 0.0 $76 - 100 0.0
81 - 95% 0.0 $101 150 0.0
>95% 0.0 >$150 0.0
Stratification by Marketing Firm
The fifth stratification involves question three: "Who does your
Marketing?" The possible
responses are Marketing firm, In-house, and Other. Table 16 presents the stratified data of
question one for respondents that usedmarketing firms to assist with theirmarketing efforts. This
helps to distinguish differences in advertising and promotional characteristics that professional
marketing firms might employ. This is demonstrated by the perceived satisfaction of the Manager /
Owner with theirmarketing results. This also helps to show the differences of using an outside
firm compared to in-house marketing efforts. There were only two respondents that used a
marketing firm and no respondents answered
"other." The table shows themode as well as the
number of respondents thatmarked 'Not
Used" This information demonstrates the ranking that
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owner/mangers believe to be themost useful means ofmarketing their B&B's to their guests
through the assistance ofmarketing firms.
Table 16
Marketing Firm
Ranking Not Used
Word ofMouth 5 0
B&B Guide Book 5 0
Brochure 4 0
Magazine, Newspaper 4 0
Mobil, AAA, etc. 4 0
Chamber of Commerce 3 0
Signage 3 0
Internet, CD-ROM 3 0
Direct Mail 3 1
B&B/ Trade
Association
2 0
Travel Agency 2 1
Reservation Service 1 1
State/Regional
Promotions
1 1
Billboard (0) 2
Telemarketing (0) 2
Radio, Television (0) 2
Questions 2-10 bv Marketing Firm.
The stratified data for B&B's usingmarketing firms demonstrates the following
information. There are 2 B&B's in this group. Both were satisfied withmarketing efforts. The
marketing was between 6-8% of total revenues for both properties. The advertising budget for
both respondents was less than 6% of total revenues. Both B&B's have been in operation formore
than three years. One of these operations had an occupancy of 50-65% and an ADR between $76
and $100 with 1-5 rooms. One of these operations had an occupancy of 66-80% and an ADR
above $150 withmore than 25 rooms.
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Tabulation of Survey Two -Guests ofParticipating B&B's
The total responses and then the stratification of the responses for survey two will be
presented. All responses of survey two were tabulated against various qualifiers.
Question 1
The first question asks, "How did you find out about this Bed and
Breakfast?"
The possible responses include a list of advertising and promotional characteristics. The following
table (Table 17) shows the frequency of responses and percentage of total responses. Table 17
presents the data in descending order from the most used to the least used This is ranked using the
frequency of response. This information demonstrates the ranking of advertising and promotions
that B&B Guests actually utilizedmost frequently to find the B&B in which they stayed during the
survey. This interpretation is used to simplify charting. This information demonstrates the ranking
that guests believe to be the most useful means of finding B&B's. The tables that relate to this
question are noted as 'Found this B&B. ' This is to help clarify that this is what the guest actually
uses as compared to what they professed to use as identified in question two.
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Table 17
Question 1
Frequency Percent
Word ofMouth 53 34.4%
Magazine, Newspaper 24 15.6
Signage 18 11.7
Internet, CD-ROM 12 7.8
B&B Guide Book 11 7.1
Chamber of Commerce 8 5.2
Travel Agency 7 4.5
Mobil, AAA, etc. 6 3.9
Brochure 5 3.2
Telemarketing 2 1.3
State/Regional
Promotions
1 0.6
Billboard 0 0.0
Reservation Service 0 0.0
Direct Mail 0 0.0
B&B/ Trade
Association
0 0.0
Radio, Television 0 0.0
Other (please list). 7 4.5
Responses to "Other"
The response to 'Other' within question one was tabulated as a yes or no response. The
written responses were then listed If the response occurredmore than once, it was checked and
totaled The othermethods of advertising and promotions that are being used by the B&B Guests
were noted are as follows, listed in order from themost frequentlymentioned to the least
frequently.
Gift Certificate (5 responses)
Yellow Pages (2 responses)
Other Lodging Facilities (other than B&B 's) (2 responses)
Partnerships with other businesses (2 responses)
Other B&B's (1 response)
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Question 2
Question two asks "When traveling how do you normally find a place to
stay?" The
respondent was given ample space to provide up to three responses. The responses were then
totaled using the categories of question one. Not all respondents gavemore than one answer. Table
18 shows the frequency of responses and percentage of total responses. Table 18 presents the data
in descending order from themost used to the least used. This is ranked using the frequency of
response. This information demonstrates the ranking of advertising and promotions that B&B
guests utilizedmost frequently to find a place to stay when traveling. The tables that relate to this
question are noted as 'Generally find a place.
' This is to help clarify that this is what the guest
professes to use as compared to what they actually used as identified in question one.
Table 18
Question 2
Frequency Percent
Word ofMouth 56 24.0%
B&B Guide Book 42 18.0
Mobil, AAA, etc. 30 12.9
Magazine, Newspaper 25 10.7
Travel Agency 19 8.2
Signage 15 6.4
Brochure 15 6.4
Internet, CD-ROM 12 5.2
Chamber of Commerce 8 3.4
Billboard 5 2.1
State/Regional
Promotions
3 1.3
Reservation Service 1 0.4
Radio, Television 1 0.4
B&B/ Trade
Association
1 0.4
Telemarketing 0 0.0
Direct Mail 0 0.0
Other (please list). 17
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Question 3 & 4
The following section presents the tabulated data for questions three and four of Survey
Two - B&B Guests. This information is tabulated by frequency and presented in percentage of
total responses. Again, there are 154 respondents.
Question three asks "How often do you stay away from home in a
year?" The possible responses
are:
Fewer than 5 nights 5 . 8
5 to 10 nights 27.3
11 to 20 nights 35.1
More than 20 nights. 31.8
Question four asks "How often do you stay at a B&B in a
year?" The possible responses are:
Fewer than 5 nights 74.0
5 to 10 nights 20.8
11 to 20 nights 4.5
More than 20 nights 0.6
Stratification ofData for Survey Two
The data for Survey two was stratified in three different ways. This breaks down the
responses to questions three and four in the survey. This clarifies the information and extracts
more detail. Each of the following sections examines the data at different angles.
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Stratification by Number ofNights Away from Home in a Year
The first stratification involves question three: "How often do you stay away from home in
a
year?"The possible responses are fewer than 5 nights, 5 to 10 nights, 1 1 to 20 nights, andmore
than 20 nights. Table 19 through 22 represents the stratified data to question 1 and 2 presented in
descending order from themost useful to the least useful for B&B Guests who travel more or less
frequently. A comparison of the responses to frequencies of travel demonstrates which advertising
and promotional characteristics are more useful for various categories of this qualifier. This
information demonstrates the advertising and promotional characteristics that guests of various
frequencies of travel findmost useful in finding B&B's and other lodgings. Those guests who
travel less than five nights a year and those that travel more than five nights a year group the data.
For example, table 19 ('Found this B&B') would be read as B&B Guests that stay away from
home less than five nights a year usedWOM, brochures, guides, magazines & newspapers, and
travel agencies most frequently to actually find the B&B they stayed in when participating in this
survey. Table 22 ('Generally find a place') would be read as B&B Guests that stay away from
homemore than five nights a year useWOM, guides, Mobil & AAA, andmagazines &
newspapers most frequently when normally searching for a place to stay.
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Table 19 Table 20
Found this B&B Less than
5 nights
Word ofMouth 4
Brochure 1
B&B Guide Book 1
Magazine, Newspaper 1
Travel Agency 1
Mobil, AAA, etc. 0
Signage 0
Billboard 0
Internet, CD-ROM 0
Reservation Service 0
DirectMail 0
Telemarketing 0
Chamber of Commerce 0
State/Regional
Promotions
0
B&B/ Trade Association 0
Radio, Television 0
Found this B&B More than
5 nights
Word ofMouth 49
Magazine, Newspaper 23
Signage 18
Internet, CD-ROM 12
B&B Guide Book 10
Chamber of Commerce 8
Mobil, AAA, etc. 6
Travel Agency 6
Brochure 4
Telemarketing 2
State/Regional
Promotions
1
Billboard 0
Reservation Service 0
Direct Mail 0
B&B/ Trade Association 0
Radio, Television 0
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Table 21 Table 22
Generally find a place Less than
5 nights
Billboard 3
Word ofMouth 2
Signage 2
Brochure 1
B&B Guide Book 1
Magazine, Newspaper 0
Mobil, AAA, etc. 0
Internet, CD-ROM 0
Reservation Service 0
Travel Agency 0
DirectMail 0
Telemarketing 0
Chamber of Commerce 0
State/Regional
Promotions
0
B&B/ Trade Association 0
Radio, Television 0
Generally find a place More than
5 nights
Word ofMouth 53
B&B Guide Book 41
Mobil, AAA, etc. 30
Magazine, Newspaper 25
Travel Agency 19
Brochure 14
Signage 13
Internet, CD-ROM 12
Chamber of Commerce 8
State/Regional
Promotions
3
Billboard 2
Reservation Service 1
B&B/ Trade Association 1
Radio, Television 1
DirectMail 0
Telemarketing 0
Stratification bv Number ofB&B Nights Away from Home in a Year
The second stratification involves question four: "How often do you stay at a B&B in a
year?"The responses are fewer than 5 nights, 5 to 10 nights, 1 1 to 20 nights, andmore than 20
nights. Table 23 through 26 represents the stratified data to question 1 and 2 presented in
descending order from themost useful to the least useful for B&B Guests who travel specifically to
B&B's more or less frequently. A comparison of the responses by different frequencies of B&B
stays, advertising and promotional characteristics that aremore useful for one guest or another are
suggested This information demonstrates the advertising and promotional characteristics that
guests of various frequencies ofB&B travel findmost helpful in finding B&B's specifically. The
data is grouped by those guests who travel to B&B's less than five nights a year and those that
travel to B&B's more than five nights a year. For example, table 23 would be read as B&B
Guests that stay at B&B's less than five nights a year usedWOM, magazines & newspapers,
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signage, and the Internetmost frequently when searching for the B&B they stayed in when
participating in this survey. Table 26 would be read as B&B Guests that stay at B&B 's more than
five nights a year usedWOM, guides, Mobil & AAA, and magazines & newspapers most
frequently when searching for a place to stay in general.
Table 23
Found this B&B Less than
5 nights
Word ofMouth 42
Magazine, Newspaper 16
Signage 15
Internet, CD-ROM 8
B&B Guide Book 6
Chamber of Commerce 6
Travel Agency 5
Brochure 4
Mobil, AAA, etc. 3
Telemarketing 2
Billboard 0
Reservation Service 0
DirectMail 0
State/Regional
Promotions
0
B&B/ Trade Association 0
Radio, Television 0
Table 24
Found this B&B More than
5 nights
Word ofMouth 11
Magazine, Newspaper 8
B&B Guide Book 5
Internet, CD-ROM 4
Mobil, AAA, etc. 3
Signage 3
Travel Agency 2
Chamber of Commerce 2
Brochure 1
State/ Regional
Promotions
1
Billboard 0
Reservation Service 0
DirectMail 0
Telemarketing 0
B&B/ Trade Association 0
Radio, Television 0
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Table 25 Table 26
Generally find a place Less than
5 nights
Word ofMouth 38
B&B Guide Book 25
Mobil, AAA, etc. 19
Magazine, Newspaper 17
Travel Agency 15
Signage 14
Brochure 12
Internet, CD-ROM 9
Billboard 5
Chamber of Commerce 4
State/ Regional
Promotions
2
Reservation Service 1
DirectMail 0
Telemarketing 0
B&B/ Trade Association 0
Radio, Television 0
Generally find a place More than
5 nights
Word ofMouth 17
B&B Guide Book 17
Mobil, AAA, etc. 11
Magazine, Newspaper 8
Travel Agency 4
Chamber of Commerce 4
Brochure 3
Internet, CD-ROM 3
Signage 1
State/ Regional
Promotions
1
B&B/ Trade Association 1
Radio, Television 1
Billboard 0
Reservation Service 0
DirectMail 0
Telemarketing 0
Stratification by Travel Frequency
The third stratification involves a comparison of question three and four: "How often do
you stay away from home in a
year?"
and "How often do you stay at a B&B in a
year?"Table 27
presents the stratified data for frequency of responses to questions three and four. This
demonstrates the difference in how often a respondent stays at a B&B compared to other lodging
facilities. Table 28 and 29 present the average stay per guest at B&B's compared to other lodging
facilities. This helps to demonstrate the ratio for traveler's trends in B&B stays compared to other
lodging stays. Respondents stayed at B&B's 4.2 nights per year on average. Respondents stayed
away from home 13.8 nights per year on average. The respondents stayed at B&B's 30.4% of
total nights away from home on average.
Table 27
Frequency ofB&B Guest Travel
Responses
All nights
away from
home (Q3)
B&B nights
away from
home (Q4)
Less than 5 9 114
5-10 42 32
11-20 54 7
More than 20 49 1
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Table 28 Table 29
Average Frequency ofB&B Guest Travel
Response
Average
All nights
away from
home (Q3)
Total nights
away from
home
2.5 9 23
7.5 42 315
15 54 810
20 49 980
Total 154 2128
Average total nights away
per respondent 13.8
Average Frequency ofB&B Guest Travel
Response
Average
B&B nights
away from
home (Q4)
Total B&B
nights away
from home
2.5 114 285
7.5 32 240
15 7 105
20 1 20
Total 154 650
Average B&B nights away
per respondent 4.2
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Summary
This study has evaluated the advertising and promotional characteristics used by B&B's as
a form of successfullymarketing B&B properties. The study collected and analyzed data about
advertising and promotions used by B&B's through the use of two surveys: B&B owner/managers
and B&B guests. The first survey, B&B owner/managers, was tabulated and presented The
survey was then stratified in five ways: By number of rooms, by years in operation, by marketing
budget, by satisfaction withmarketing results, and by marketing firm. The second survey, B&B
guests, was then tabulated and presented. The survey was then stratified in three ways: by number
of nights away from home, by number of B&B nights away from home, and by travel frequency.
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CHAPTER 5
The focus of this study was to examine the frequencies of various marketing efforts in
relation to a variety of qualifiers. Additionally, those frequencies were compared to guest beliefs
about marketing efforts. By charting the frequency of various advertising and promotional
characteristics used by B&B owner/managers and guests, the unique challenges and solutions of
successfully marketing B&B's are integrated
There is an average of 20,000 Bed and Breakfast's in the United States. B&B 's appeal to
a diverse group of guests, the majority of that range in age from 25 to 65 and earn on average
$60,000 a year. There were over 16 million guests at B&B's last year (AB&BA, 1996).
The purpose and nature of this study are to identify advertising and promotional
characteristics utilized by B&B's and examine these characteristics across selected qualifiers. This
study can provide assistance to the owners andmanagers of the B&B industry in formulating
feasible advertising and promotional plans.
The literature review offers information to better understand B&B's and the advertising
and promotional sources available. The study involved the surveying of currently operating
B&B's and B&B guests. The results of the research have been evaluated to scale the frequency of
use for advertising and promotional characteristics as reported by the B&B owner/managers and
the B&B guests.
Statement of Support for the Hypothesis
Based on the sample population, this study identified many of the characteristics of
advertising and promotions for B&B's.
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Review of theMethodology
The method of gathering data for analysis involved two surveys. The first survey
questioned Owner/Managers ofB&B's about advertising and promotional characteristics to
understand currently utilized methods of reaching the target market. The second survey questioned
the B&B guest to discover what advertising and promotional characteristics work The first survey
was mailed to 198 current B&B operators who aremembers ofPAII between October 1996 and
November 1996. The second survey questioned 300 B&B guests who stayed at participating
B&B's between February 1997 and April 1997. There were 92 and 154 respondents respectively.
Discussion ofFindings
Examination of Survey One - Owner/Managers - General
The examination of the Survey One analysis will first look at the general results and then
the stratified results. There are some observations, after reviewing these results, which should be
mentioned Please keep inmind that the tabulated results are the opinions of the B&B owner/
managers that were surveyed I believe that the survey sample offered sufficient responses to
permit some real insights into the beliefs of owner/managers.
First, I would like to review the responses to question one: 'Please rate the following forms
of advertising being used by your
B&B." Please refer to Table 1 for the data relating to this
section. Word ofMouth achieved the highest scores. This is consistent with the findings in the
literature review. Everyone used Brochures, but their usefulness is occasionally questioned This
may be the result of how they are utilized The efforts utilizing chambers of commerce received
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mixed but fairly highmarks. This may indicate that B&B's are dependent upon the abilities and
resources of the local chambers of commerce. Usage ofMobil and AAA was not particularly high
but those that used them found them to be fairly useful. Themajority ofB&B 's used B&B guide
books and found them to be about as the same as Mobil and AAA but may also be dependent upon
the quality of the guide. The results forMobil, AAA, and B&B guide books may be effected by
the turnaround time needed for publication in thesemedia. This will be discussed in the section on
years in operation
The Internet/ CD-ROM category fell within a similar range of preference for guide books
andMobil & AAA. Although the data did not support this, I am not convinced that this is
accurately representative. This is based on the addition of comments on the questionnaire. The
only category that received a written comment from a large majority of respondents was this
characteristic. The comments generally related a respondent's intention to use the Internet or that
the Internet was a 'great idea. ' The respondents may have answered the Internet question out of
hopefulness and insecurity and not based on history.
These characteristics: WOM, brochure, chamber of commerce, Mobil & AAA, B&B guide
books, and the Internet/ CD-ROM represent the preferred forms of advertising and promotions by
B&B owners/managers.
B&B owner/managers did not prefer the following advertising and promotional
characteristics. Magazines/ newspapers and B&B trade associations are used by many but are not
found to be useful. Signage was not responded to well. This is probably an error in the survey
instrument from not explaining the term well enough I believe that most B&B's probably have
signs in front of their establishments and possibly other places as well. The expression of
'signage'
was presented on the guest survey differently and was responded to reasonably. Direct mail was
used ininimalry and was not found to be helpful. State and regional promotions received mixed but
generally poor responses. This may be similar to the chamber of commerce and the B&B trade
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associations in that the B&B 's have to rely upon the quality of themanaging organization. The
travel agency received the poorest responses. This may be accounted for by the lack of control over
these agencies, their practices, and the fees charged
The following responses were all used by less than half the respondents. Reservation
services, radio & television, and telemarketing were all rated least useful. Radio and television
may be too expensive for the small size of even the largest B&B's. Billboards were rated poorly
by most of those that used them. As stated in the definition of terms, billboards differed from
signage in that billboards are specifically very large signs alongside roadways. The respondents
did not receive these definitions.
A response to 'other' by a number of respondents was given as 'Yellow pages.
' I assumed
that all B&B 's would be listed in the telephone book in both the white and yellow pages. I did not
feel that it was useful to list this as an option on the survey, although it was important to owner,
managers.
Secondly, I would like to review the responses to questions 2 through 10. Nearly half the
respondents were satisfied with the results of theirmarketing efforts. Only two respondents said
that they used outsidemarketing firms. All but two of respondents tracked the effectiveness of
their advertising. Respondents spent on average 7.4% of total revenue formarketing and
advertising with half spending 6-13%. A very largemajority of respondents have been in operation
formore than one year. There were 40.2 % of the B&B's with 1-5 rooms and 55.4% with 6-25
rooms. Half of these operations had occupancies of 50-95%. The average daily rate for all the
B&B's was $105 with 40.2% of operations having an average daily rate of $101-150.
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Examination of Survey One - Owner/Managers - Stratified
The general data is very difficult to apply because of the diversity ofB&B 's. Stratifying
the results clarifies the information and extracts more detail. The data for Survey One is stratified
in five ways. This breaks down the responses to questions in the survey. Each of the following
sections examines the data at different angles.
Stratification by Number ofRooms
The first stratification breaks down the information by the size of the operation. This
information demonstrates what B&B owner/managers believe to be themost useful means of
advertising and promoting different size B&B's. The table below lists the advertising and
promotional characteristics preferred by the B&B owner/ managers, stratified by the number of
rooms.
Table 30
1-5 rooms: WOM, chamber of commerce, brochure, Internet.
6-10 rooms: WOM, brochure, Mobil & AAA, chamber of commerce, guide book, Internet.
1 1 -20 rooms WOM, brochure, guide book, magazines & newspapers, chamber of commerce,
Mobil & AAA, signage, Internet.
21-25 rooms WOM, brochure, Mobil & AAA, chamber of commerce, guide book.
>25 rooms WOM, brochure, magazines & newspapers, directmail, guide book, chamber of
commerce, Mobil & AAA, Internet, state and regional promotions.
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The table belowmakes a brief comparison to other key qualifiers for different size
properties.
Table 31
1-5 rooms Least satisfied withmarketing, higher averagemarketing budget, lowest OCC%,
lowest ADR.
6-10 rooms Mostly satisfiedwithmarketing, average marketing budget, low OCC%,
average ADR.
1 1-20 rooms Mostly satisfied withmarketing, higher averagemarketing budget, average
OCC%, average ADR.
21-25 rooms Highest satisfaction withmarketing, lower averagemarketing budget, highest
OCC%, highest ADR.
>25 rooms Mostly satisfied withmarketing, highest averagemarketing budget, high OCC%,
high ADR.
Interpreting these two sections together, some observations can bemade. First, as a group
the 21-25 room B&B's tend to achieve the highest results with a reasonable marketing budget by
concentrating resources on a selection of advertising and promotional characteristics. This would
support the literature review in suggesting that larger properties are more likely to succeed with
more resources available. The findings also support the literature review in classifying most small
(1-5 room) B&B's as hobbies, not viable businesses. The smaller revenues generated at these
properties may not permit the advantageous use of advertising and promotional avenues.
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Stratification bv Years in Operation
The second stratification breaks down the information by the number of years in operation
This information demonstrates what B&B owner/managers believe to be themost useful means of
advertising and promoting B&B's with different amounts of time in operation The table below
lists the advertising and promotional characteristics preferred by the B&B owner/ managers,
stratified by the number of years in operation
Table 32
Less than 1 year Magazines & newspapers, chamber of commerce, WOM, brochure, state
& regional promotions, B&B guide books, direct mail.
1 to 3 years WOM, brochure, chamber of commerce, state & regional promotions,
Internet.
More than 3 years WOM, brochure, guide book, chamber of commerce, Mobil & AAA,
Internet.
The table below makes a brief comparison to other key qualifiers for different size
properties.
Table 33
Less than 1 year Least satisfied withmarketing, highestmarketing budget, lowest OCC%,
average ADR.
1 to 3 years Mostly dissatisfied with marketing, scattered responses tomarketing
budget, low OCC%, lowest ADR.
More than 3 years Mostly satisfied with marketing, averagemarketing budget, highest
OCC%, highest ADR.
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The majority of respondents have been in business for more than three years. These
properties were also, on average, larger. The youngest properties are struggling to buildmarket
share without the benefit of extensiveWOM advantages. These younger and smaller properties
utilized less useful characteristics and spent significantly more onmarketing to develop minimal
occupancy percentages. The properties with one to three years in operation could useWOM but
not with the same effectiveness.
Although not analyzed in the data, it appears that it takes three years for a B&B to become
stable and profitable. After reviewing the literature and reviewing themany facets of the data
presented here, it is my belief that this is true. The OCC% and ADR are the determinants that are
usually used to indicate a property's level of success. The B&B 's that had three years ormore of
tenure generally exhibited higher responses in these areas. This may be effected by the time it
takes to become included in such advertising and promotional characteristics as AAA, Mobil, B&B
guide books, etc. Travel agencies may also not react as well to less established properties. Three
years may also be the time it takes to develop enough past guests to get sufficientWOM
advertising. The challenge is for younger properties to access these advantages quickly.
One important observation to bemade is the similarity between the selection of advertising
and promotional characteristics that both themore than three years in operation group selected and
the 21 to 25 rooms group selected which both had the strongest OCC% and ADR.
Stratification bvMarketing Budget
The third stratification breaks down the information bymarketing budget. This
demonstrates the relationships betweenmarketing budget, years in operation, size and occupancy
percentages. The average marketing budget was 7.4% of total revenue. The B&B's with the
highest OCC% and ADR have been in business formore than three years and have between 21 and
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25 rooms. These respondents budgeted 6-8% formarketing. The younger, smaller properties
spentmore onmarketing but maybe not enough to achieve the desired results as demonstrated by
the lower OCC% and ADR, etc. There were a number of properties that spent in excess of 1 1%
formarketing but were struggling tomaintain OCC% and ADR. These properties probably have
other difficulties that were not brought to light by this study. Although not analyzed by the data,
based on the information presented here and the literature review, it is suggested that B&B's
budget the following amount of revenue per available room formarketing:
New or less than 1 year in operation - 1 1-13 %
1-3 years in operation - 9-1 1%
More than three years in operation - 6-9%.
Stratification by Marketing Effort Satisfaction
The fourth stratification breaks down the information by marketing effort satisfaction.
This demonstrates the business activity actually desired by the respondents. The business activity
actually desired by themajority of respondents was 66-80% occupancy with $101-150 average
daily rate. This was achieved by approximately 30% of respondents. All these respondents were
in business more than three years. A large percentage of smaller properties were happy with
marketing efforts that achieved low OCC% and ADR with minimal investments in advertising and
promotions. This further supports the contention that small B&B's (1-5 rooms) are more hobby
like and less viable.
Stratification byMarketing Firm
The fifth stratification breaks down the information by marketing firm. This demonstrates
the stratified data for respondents that usedmarketing firms to assist with theirmarketing efforts.
The advertising and promotional characteristics preferred by the B&B owner/managers that used
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outsidemarketing firms are: WOM, guide book, brochure, magazines & newspapers, Mobil &
AAA, chamber of commerce, signage, Internet, and direct mail. These properties appear to have
achieved better results with advertising and promotions such as magazines & newspapers, signage,
direct mail, and guide books, but are similar to the rest of the respondents in all other respects.
This may be attributed to the expertise bymarketing firms in developing results with thesemedia.
Examination of Survey Two - B&B Guests
The examination of the Survey Two analysis will first look at the general results and then
the stratified results. There are some observations, after reviewing these results, which should be
mentioned Please keep inmind that the tabulated results are the opinions of the B&B guests that
were surveyed I believe that the survey sample offered sufficient responses to permit some
insights into the beliefs ofB&B guests.
First, I would like to review the responses to: "How did you find out about this Bed and
Breakfast?"
and "When traveling how do you normally find a place to
stay?" This information
demonstrates the ranking of advertising and promotions that B&B Guests utilized most frequently
to find the B&B in which they stayed during the survey and what means B&B guests utilized most
frequently to find a place to stay in general when traveling. Below, in Table 35 and 36, are shown
the advertising and promotional characteristics preferred by the B&B guests, separated into what
they actually used and what they profess to use.
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Table 34 Table 35
What guests actually used to find a
B&B.
Percent
Word ofMouth 34.4%
Magazine, Newspaper 15.6
Signage 11.7
Internet, CD-ROM 7.8
B&B Guide Book 7.1
Chamber of Commerce 5.2
Travel Agency 4.5
Mobil, AAA, etc. 3.9
Brochure 3.2
Telemarketing 1.3
State/Regional
Promotions
0.6
Billboard 0.0
Reservation Service 0.0
Direct Mail 0.0
B&B/ Trade
Association
0.0
Radio, Television 0.0
What guests profess to use to find a
place to stay in general.
Percent
Word ofMouth 24.0%
B&B Guide Book 18.0
Mobil, AAA, etc. 12.9
Magazine, Newspaper 10.7
Travel Agency 8.2
Signage 6.4
Brochure 6.4
Internet, CD-ROM 5.2
Chamber of Commerce 3.4
Billboard 2.1
State/Regional
Promotions
1.3
Reservation Service 0.4
Radio, Television 0.4
B&B/ Trade
Association
0.4
Telemarketing 0.0
DirectMail 0.0
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The guests used and professed to use the same advertising and promotional characteristics
but with different frequencies based on weather they were searching for a B&B or for all lodging
facilities. Signage, to a guest, may be interpreted as personal familiarity with a property or as
merely driving up to the first sign and stopping for the night. Past studies would indicate that most
B&B guests make reservations well in advance. Assuming that this is personal familiarity with the
property, we can place this in a similar characteristic toWOM. Brochures are also ambiguous in
not knowing how the guest received the brochure. Frequent use ofBrochures is key to their
success. If this information and the remainder of these two lists are compared using those
responses with at least a 3% response rate, we have the following:
Actually: Magazine & newspaper, Internet, B&B guide books, chamber of commerce,
travel agency, Mobil & AAA
Professed: B&B guide books, Mobil & AAA, magazine & newspaper, travel agency,
Internet, chamber of commerce.
By comparing these, we can make some inferences. B&B guests know about or know
someone who knows about a B&B propertymost of the time. Guests use printed material such as
B&B guide books, Mobil & AAA guides, magazines and newspapers, and the Internet to find
B&B's. They also use recommendations by others such as travel agencies and chambers of
commerce when traveling to unfamiliar places. Magazines and newspapers may be ambiguous in
not knowing if the respondents were referring to articles or advertisements about the B&B's.
The other advertising and promotional characteristics are not being used by B&B guests to find
lodgings on a regular basis. These include: billboards, state/ regional promotions, reservation
services, radio & television, B&B associations, telemarketing, or direct mail. In general, guests are
not responding positively to these characteristics but some of these
responses may be altered based
on the strength of themanaging bodies for state/ regional promotions, reservation services, and
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B&B associations. B&B's may not be using radio or television enough to elicit a positive response
due to the costs and the limited resources of even the largest B&B's.
Stratification bv Travel Frequency
Second, this section reviews the stratification of responses based on travel frequencies.
Guests that traveledmost frequently preferred specific advertising and promotional characteristics.
These B&B guests know about or know someone who knows about a B&B property most of the
time. Guests use printed material such as B&B guide books, Mobil & AAA guides, magazines and
newspapers, and the Internet to findB&B's. They also use recommendations by others such as
travel agencies and chambers of commerce when traveling to unfamiliar places. By eliminating the
occasional traveler from the data, we find these are identical to the conclusions before stratification
but strongly emphasized
Stratification ofTravel Frequency
Third this section reviews the responses to travel frequency. The B&B guests stayed at
B&B's 4.2 nights per year on average and stayed away from home 13.8 nights per year on
average. These respondents stayed at B&B's 30.4% of total nights away from home on average.
Although the data doesn't support this, it seems logical that if advertising and promotions efforts
improve that B&B guests would stay at B&B 's at least 60% of their total nights away from home
on average. This could effectively double the number of room nights that B&B's currently have
lacerated out of the lodging market. This is based on the literature, the preceding paragraph, and
the ratio of all room nights compared to B&B room nights described above.
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Examination ofCombined Results
This section will be an examination of the comparison and contrast between Survey One
and Survey Two. This will examine the similarity and differences in the perspectives of the B&B
owner/managers and the B&B guests. By comparing these, we can make some inferences.
The advertising and promotions that the successful B&B owner/managers find most
useful are listed below:
WOM, brochures, Mobil & AAA, chambers of commerce, guide books, and the Internet.
The advertising and promotions that the B&B guest finds most useful are listed below:
WOM/ Signage, guide books, Mobil & AAA, magazines & newspapers, the Internet, travel
agencies, and chambers of commerce.
I am eliminating brochures because of the ambiguous nature of how inconsistently they are
used I believe that B&B's should have brochures and it is important to use them, just as it is
important to be listed in the phone book I am also putting signage under the heading ofWOM.
This is because I believe that B&B's should have a sign in the front of the property if it is allowed.
Signage, as described earlier, is also tied toWOM in thatmost guests know about or know
someone who knows about a B&B property prior to staying there. The two lists would then be
identical except for the lack of inclusion ofmagazines & newspapers and travel agencies from the
B&B owner/
managers'list.
WOM, guide books, Mobil & AAA, the Internet, chambers of commerce,
travel agencies, and magazines & newspapers.
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Magazines and Newspapers
Should B&B owner/managers find ways to utilize magazines & newspapers? Why have
B&B owner/managers not used these advertising and promotional characteristics more? What
makes B&B owner/managers feel that these are not useful ways of advertising and promoting their
B&B's? By examining the implications, some inferences may be drawn Most B&B's do not use
marketing firms that may be better at utilizingmagazines and newspapers. To better utilize
magazines and newspapers, the targetmarket must be well understood B&B guests are not well
understood and only recently has research been completed by IIA to improve this situation Most
of the tracking by B&B's of their guests involves only themost superficial information. Most of
the tracking ofB&B advertising and promotions is also superficial at best. Most B&B's are
merely asking the guest "how they found out about
us"
at check-in A complete database on the
guest would facilitate using magazines and newspapers better. Additionally, the guest uses these
forms of advertising and promotions and responded strongly to their use. The literature review
revealed that the average B&B guest is well educated This would indicate that print media would
be useful. It is therefore suggested that B&B 's should cultivate the use ofmagazines and
newspapers.
Travel Agencies
Should B&B owner/managers find ways to utilize travel agencies? Why have B&B
owner/managers not used this advertising and promotional characteristic more? What makes
B&B owner/managers feel that travel agencies are not useful ways of advertising and promoting
their B&B's? By examining the implications, some inferences may be drawn. First, the
independent nature ofB&B's may effect the way travel agencies perceive and deal with B&B's.
This may have the following effects. Travel agencies may not be confident in the product they are
promoting because of a lack of familiarity with the B&B market niche or with individual
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properties. Travel agencies may not receive the same treatment that major lodging chains offer
them. Also, B&B's may not havemarketed themselves well to travel agencies.
Second travel agencies charge a commission for each reservation B&B owner/managers
may hesitate to pay this direct cost. The ADR for the B&B industry is well in line with the ADR
for the lodging industry as a whole. Adjusting the ADR and operational costs to afford the 10%+
commission that travel agencies charge should be feasible if it is possible for the rest of the lodging
industry. If travel agencies help to improve occupancies, this cost should be well worth the
investment.
Third an effort by the B&B associations, such as DA, PAU, AB&BA, and the NB&BA,
to improve results with travel agencies should be accomplished This type of approachmay
provide the larger scale necessary to deal with travel agencies competitively. This type of
negotiationmay help to reduce commissions, establish standards, trust, and understanding, and
create standards for daily transactions.
Fourth, the guest uses this form of advertising and promotion and responded strongly to its
use. The travel agent is viewed by many guests as a liaison with lodging facilities and relies upon
them to take care of lodging arrangements that will offer themost value. These guests may never
discover B&B because of this. Internet travel agencies may be additional avenues to approach the
guest. These inferences would indicate that travel agencies might be useful. It is therefore
suggested that B&B's should cultivate the use of travel agencies.
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CHAPTER 6
This study's hypothesis: "It is expected that this study will identify advertising and
promotional characteristics for B&B's whichmay be scaled by frequency ofuse."It is my
conclusion that the hypothesis of this study has been realized. The findings presented here may be
used to resolve the difficulties that B&B owner/managers face in successfullymarketing their
properties. If these findings are used, then the guest may find it easier andmore convenient to
discover and stay at B&B's. This will then have a direct impact upon the number ofB&B rooms
nights sold The results of this study could then contribute to significantly raising the percentage of
B&B guest nights well above the current 30% of total nights away from home.
In summary, this study found that themost useful advertising and promotional
characteristics for B&B's are:
Word ofmouth, B&B guide books, Mobil & AAA, the Internet, chambers of commerce,
travel agencies, and magazines & newspapers.
Brochures, signage, and the telephone books are basic tools of business and must be used well.
B&B owner/managers need to pursue better means of using magazines, newspapers, and travel
agencies. Marketing firms may be used to assist with producing useful results with magazines,
newspapers, and B&B guide books. The average B&B guest is away from home 13.8 nights per
year and stays at B&B's 4.2 of those nights.
The study found that profitability and stability is generally achieved after three years with an
occupancy of 66 to 80 percent and an average daily rate of $100 to $150. Properties withmore
than ten rooms are more likely to achieve profitability and stability. Themost successful
properties have 20 to 25 rooms. Considering the needs of newer properties, itmay be
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recommended that these B&B's use marketing firms for the first few years to assist with the
development of advertising and promotional characteristics such as magazines & newspapers,
directmail, and guide books. The study's findings make it possible to recommended that B&B's
budget the following amount of revenue per available room formarketing:
New or less than 1 year in operation - 1 1 - 1 3 %
1 -3 years in operation - 9- 1 1%
More than three years in operation - 6-9%.
Limitations and Recommendations for Further Study
The completion of this study has raised a number of other questions that may be
researched Further study may be recommended in the areas that follow. First, I believe it would
be helpful to repeat this study with the exclusion of the smallest and largest B&B's. This study
should be repeated using the following size groupings: 6-10, 1 1-15, 15-20, and 21-25. I think that
this will focus on the B&B's that would benefit most from this data analysis.
Second, the B&B Guest Survey could be improved and distributed to a larger sample. I
also think that this survey should include guests at other lodging facilities that are not B&B guests.
This may identifymeans of attracting more potential B&B guests.
Third the B&B Owner/Manger Survey could be improved and expanded in a number of
ways. The study should have differentiated between articles and advertisements inmagazines and
newspapers. Also, a study may be conducted to differentiate the way brochures are used This
could better identify the characteristics needed for using brochures in advertising and promoting
B&B's.
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APPENDIX A
B&B OWNER /MANAGER SURVEY
Please check your answer to each of the following questions about your B&B using the last calendar year as your
reference.
1 . Please rate the following forms of advertising being used by your B&B.
Not
Used
Least Useful < > Most Useful
12 3 4 5
Word ofMouth
Brochure
B&B Guide Book
Magazine. Newspaper
Mobile. AAA. etc.
Signage
Billboard
Internet CD-ROM 1
Reservation Service
Travel Agencv 1
Direct Mail
Telemarketing
Chamber ofCommerce
State or Region Promotions
B&B/Trade Association
Radio. Television 1
Other (please list below) I
2. Are you satisfied with the results ofyourmarketing efforts? ( )yes ( )somewhat ( )no
3. Who does your marketing? ( )marketing firm ( )in-house ( )other
4. Do you track the effectiveness ofyour advertising? ( )yes ( )no
If so, how?
5. What is your marketing budget as a percent of total revenue?
( )lessthan6% ( )6-8% ( )9-ll% ( )11-13% ( )morethanl3%
6. What do you spend on advertising as a percent of total revenue?
( )lessthan6% ( )6-8% ( )9-ll% ( )morethanll%
7. How long has your B&B been in' operation? ( )less than 1 year ( ) 1-3 years ( )more than 3 years
8. How many rooms are available at your B&B? ( )l-5 ( )6-10 ( )ll-20 ( )21-25 ( )morethan25
9. What is your average occupancy rate1' ( )less than 50% ( )50-65% ( )66-80% ( )81-95% ( )more than 95%
10. What is your average room rate'' ( )less than S50 ( )S50-75 ( )S76-100 ( )S101-150 ( )more than S150
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APPENDIX B
B&B GUEST SURVEY
Please tell us about yourself. Rochester Institute ofTcclinology
1 . How did you find about this Bed and Breakfast?
) An acquaintance,
) B&B's brochure.
) B&B Guide Book.
) Newspaper ormagazine.
) Mobil, AAA, etc.
) I saw the sign while driving past.
) Billboard
) Internet or CD-ROM.
) Reservation Service
) Travel Agency.
) Brochure in the mail.
) Called by a promoter.
) Chamber of Commerce
) State or Regional promotions
) B&B Association.
) Radio or television.
) I found out by
2. When travelling, how do you normally find a place to stay?
3. How often do you stay away from home in a year?
( ) Fewer than 5 nights ( ) 5 to 10 nights ( ) 1 1 to 20 nights ( ) More than 20 nights.
4. How often do you stay at a B&B in a year?
( ) Fewer than 5 nights ( ) 5 to 10 nights ( ) 1 1 to 20 nights ( ) More than 20 nights.
5. Please describe why you stay at a B&B and what you like about B&B's on the back of this survey:
